The study of improvement of sales & marketing strategies for BC Shanghai Co., Ltd by 周雷
学校编码：10384                        分类号_______密级 ______ 




硕  士  学  位  论  文 
BC（上海）公司营销策略改进的探讨 
The study of improvement of sales & marketing strategies 
for BC Shanghai Co., Ltd 
周  雷 
指导教师姓名： 林  志  扬  教授 
专 业 名 称： 工商管理（EMBA） 
论文提交日期： 2 0 1 4 年 2 月 
论文答辩日期： 2 0 1 4 年     月 
学位授予日期： 2 0 1 4 年    月 
 
 
答辩委员会主席：           
评    阅    人：           
 




















另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的


































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 




























BC（上海）公司是瑞士 BC 激光有限公司在中国的销售公司，成立于 1994

















































BC(Shanghai) Co.,Ltd is the sales branch in China for the Switzerland founded 
company BC Co.,Ltd, which is established in 1994. The company is mainly 
responsible for all products selling in China main land for BC Group. The main 
products of the company are metal cutting machine, metal bending machine for the 
Sheet metal industry, which is a branch of special machine tool industry. The products 
are applied in the industries of sheet metal processing, electric facilities, building, 
furniture manufacturing, airspace, and locomotive industry. 
The article made a detail description for the marketing strategies and sales system of 
BC(Shanghai), and the detail analysis for the current problems brought by the 
strategies and systems. Then the author gives a proposal for improvements, trying to 
provide a new marketing strategy and system for the company, in order to make the 
company better achieves of its targets. 
This article divided into 3 parts, the first part is to give the background of the article 
and why we need to make investigation in this area, what the importance is to make 
the investigation. In this first part, the analysis has been made to the background of 
the article and the company’s profile, pointed out the importance and the urgency of 
changing the current strategies and the systems. The second part is to make a 
description for the theories which will be used in the article and analyze the current 
problems which have been occurred in BC (Shanghai) company by using the theories 
of the marketing and sales, etc. the theories are porter 5 powers module, STP analysis 
module, one of the most important strategy for the Porter competition strategies, and 
the 4P module for the marketing mix. The article also introduced the current business 
of BC(Shanghai) and the current strategies and systems. The third part of the article is 
trying to find the consequences brought by these strategies and systems, and base on 
this, make the proposals of how to establish a new strategy and system for the 













strategies , marketing segments, target markets, and positioning of the company, the 
4P marketing mix and service marketing mix, these composed the whole new 
company strategies and system of BC (Shanghai). 
The article has given the answer how to make a complete strategy and system for the 
large machine tool selling company like BC (Shanghai), that is to give a detail 
analysis by using the Porter 5 power module, then trying to make the strategies for the 
company. Under the guide of the strategies, to use the STP module to give an analysis 
for the marketing positioning. The article build the new marketing strategies by using 
marketing differentiate theory and the marketing 4P theory as well. 
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入如表 1 所示。其中用于金属加工的激光器的销售收入分别为 13.8 亿美元和
14.69亿美元。在 2011年 13.8亿美元的金属加工领域的激光器销售收入中，CO2
激光器占有高达 63%的绝大部分份额，固体激光器和光纤激光器仅分别占 19.2%















































CO2 激光器 825 939 13 1056 12 
固体激光器 252 265 5 278 5 
光纤激光器 231 265 14 302 14 
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